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Abstract

This study is focused on English for communication in cosmetic advertising
from the web page. The purposes of the research were to study the use of English
for advertising communication in English, the persuasive English language in cosmetic
advertisements and to study the figurative language in cosmetic advertisements. The
data analyzed in this study were 30 products advertisements from 10 cosmetic
brands randomly selected from web pages. This study was designed as a mix
method (qualitative and quantitative) research. The data were analyzed in the frame
of the English for communication in persuasive writing, figurative language and
percentage of frequency was used to analyses data.

The results reveal that there are two styles of English for communication
features used in the collected data. Most cosmetic advertisements employed the
English for communication in persuasive language more than half of the
advertisements. The results also show that the data analysis selected use both
persuasive language and figurative language form. 83.33% of cosmetic advertisement

use persuasive writing and 16.67% are figurative language.

Keywords: English for communication, cosmetic advertisement, web-page, persuasive

language, figurative language
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VITALUMIERE AQUA
LE BLANC DE CHANEL

By CHANEL
ROUGE ALLURE
GENIFIQUE EYE By LANCOME
RENERGIE LIFT MULTI-ACTION
Dermatologist-developed 3-Step
Even Better Eyes Dark Circle Corrector By CLINIQUE
High Impact Extreme Volume Mascara
MULTI-PERFECTION
EMULSION By CHRISTIAN DIOR
ONE ESSENTIAL ULTRA-DETOX
Perfectionist
Invisible Fluid Makeup By ESTEE LAUDER
PURE COLOR NAILS
Youthful luminosity

By NARS

Pure Radiant Tinted Moisturizer Eyeliner Stylo
MINERAL BB GEL CREAM By KATE
ART DIAL MASCARA

Desert Twilight Eye Palette

By BOBBI BROWN
LONG-WEAR EVEN FINISH FOUNDATION

Soothing Cleansing Oil

JUST BITTEN KISSABLE By REVLON

VIVA GLAM NICKI
POWDER BLUSH By MAC
NAIL LACQUER
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VITALUMIERE AQUA
FRESH AND HYDRATING CREAM
COMPACT MAKEUP SPF15 From CHANEL
FOUNDATION

Complexion perfection in a wide range of flattering
shades, coverages and finishes

LIFT, FIRM, TIGHTEN

Our new multi-action lifting & firming effect.
All facial zones are visibly tightened. From LANCOME
RENERGIE LIFT MULTI-ACTION
LIFTING AND FIRMING CREAM

See the cleanest, freshest,
Healthiest version of your skin. From CLINIQUE
Dermatologist-developed 3-Step.

Stand out — why not?

NEW High Impact Extreme Volume Mascara.

In Black and Extreme Black.

See the cleanest, freshest,

Healthiest version of your skin.
Dermatologist-developed 3-Step. From LANCOME
Works on dark circles.

Results you can see.

NEW Even Better Eyes Dark Circle Corrector
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VIVA GLAM NICKI

M-A-C and hip-hop diva Nicki Minaj join

forces to create VIVA GLAM Nicki, a scene-stealing
Lipstick. Every cent from the sale goes toward helping | From MAC
women, men and children living with and affected

by HIV and AIDS. Limited Edition.
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La vie est belle By LANCOME
INTENSIVE NIGHT RESTORATIVE CREME | By CHRISTIAN DIOR
REAL CREATE EYES By KATE
REVLON COLORBURST By REVLON
COLORSTAY By REVLON
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New La vie est belle .
By LANCOME
Choose your own path to happiness. Life is beautiful

NEW

INTENSIVE NIGHT RESTORATIVE CREME

Dior Science can now shine new light on the skin’s
Night-time activity, thanks to a major discovery in the
By CHRISTIAN DIOR
chronobiology of stem cells. Capture Totale Intensive
Night Restorative Creme triples the skin’s ability to
Regenerate itself. It’s as if time is turned back whilst

you sleep...

REAL CREATE EYES

Deep and real. Clear colors By KATE

for naturally contoured large eyes.

REVLON COLORBURSTTM
LIPGLOSS

By REVLON
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NEW SHADES for your ESCAPISM look!
Lips that shine with killer color. This weightless gloss

makes lips pop with 5X more shine than patent leather

By REVLON
REVLON® COLORSTAYTM
LONGWEAR NAIL ENAMEL
Gel-Like shine and up to 11 days By REVLON

of shatterproof color*.

*When worn with ColorstayTM base & top coats
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